
SURVIVAL GUIDE

10 ACTIONABLE STRATEGIES TO HELP GUIDE YOU 
THROUGH THE IMPENDING HYGIENE SLOWDOWN



PREPARE YOUR PRACTICE
FOR THE BIG DIP.

Have you looked at your hygiene schedule for the next few months? Does it seem...light? That's The Big Dip. Late 
September marks six months since the COVID-19 shutdown began, and our empty schedules from Spring are 
now empty recall schedules in the Fall. We need to get ahead of it now, or it will keep recurring every 6 months. 

Here are 10 actionable marketing tactics to help your practice through The Big Dip...and beyond.

HAVE A (MEMBERSHIP) PLAN

Implementing an in-house membership plan is a great 
first tactical step to mitigating The Big Dip. With more 
and more patients losing or refusing dental insurance, 
it’s becoming more and more important to create an 
efficient process to provide care for your uninsured 
patients. Whether you administer your own plan or use a 
third-party platform like DentalHQ, the important 
thing is that you Have a Plan. 2

CREATE THE HOOK

You’ve set up your membership plan to better care for 
your uninsured patients, and you’ve got your online 
appointment scheduling system all set to handle the new 
demand...now let’s create the hook.

Use a COVID Comeback Special (name it hoewever you 
want) to entice past-due patients to come back in to see 
you – maybe a restorative treatment credit if patients 
come in for a cleaning during The Big Dip. We like 
treatment credits for a few reasons: 1) the patient will 
likely spend more than the credit when they use it; 2) the 
credit helps with case acceptance for the future work; 3) 
it acts as a hook to get them back in later – so it’s actually 
two hooks in one!

Maybe you don’t like treatment credits and would prefer a 
percentage off – that works, too. The important thing 
here is that you have your hook, because you’re going 
to use it in the upcoming steps. 4

RAMP UP YOUR MARKETING

Most practices completely stopped their marketing during the COVID shutdown, and only somewhat started it back up once they 
reopened. Then everyone got super-busy from the pent-up demand, so most practices didn’t feel the need to boost their marketing any 
more. So now there are a lot of practices not doing a lot of marketing. This is good for you.

By zagging when everyone else zigs – by ramping UP your marketing when everyone else has it turned down – you can stand out more 
easily. Your marketing efforts will be more effective when you’re the only postcard or the only coupon or the only email or the only social 
media ad. In some cases, you may even be able to negotiate better ad rates due to less demand. Extra bonus – chances are, those new 
patients you do attract with your increased marketing will be more likely to get in sooner due to your lighter schedule.

This is a mindset – more strategic than tactical. Whether you’re pushing for new patients or reactivating existing ones (and we suggest 
you do both), ramp up your marketing with the following tactics and see results. 1

TAKE YOUR SCHEDULING ONLINE

When The Big Dip hits, you’ll potentially have hundreds 
of open slots. If you use these mitigation steps 
successfully and start to fill in those slots, you’ll 
(hopefully) have a large number of patients trying to 
schedule appointments. Using online appointment 
scheduling software such as LocalMed from Dental 
Intelligence will allow you to handle this new demand 
without overwhelming your front desk team. And if it 
integrates directly with your PMS? Even better. 3 KEEP 

GOING



USE RINGLESS VOICEMAIL

We generally don’t think of voicemail as high-tech, but 
this it pretty cool. Using a service like Stratics Networks, 
you can record a message and insert it into your 
patients’ voicemail boxes. No conversation needed. 
Use it to get past-due patients back – it’s more efficient 
than phone calls, and more personal than emails or 
texts. 6

CUSTOMIZE A FACEBOOK AUDIENCE

This gets a bit technical – it’s not hard, but it’s a 
multi-step process that’s probably unfamiliar to most. 
The next page has all the How-To, but the upshot is this: 
you can create a Facebook ad specifically for your 
existing patients and have it display only in their 
feeds. How’s that for targeting? 7
Facebook details on next page >

WORK THE PHONES

Some patients prefer the personal touch of a live phone 
call from an actual person. Create phone lists of your 
past-due patients – no more than 10 people per list, to 
make it less daunting – and assign those reactivation 
lists to your team members. Make sure they mention 
your Comeback Special and ask if their insurance 
situation has changed. If they no longer have insurance 
(or if they didn’t have it in the first place), then make sure 
they talk about your membership plan.

If you feel it’s necessary (and, let’s be honest, it might be), 
maybe add a $10 incentive for each patient they call 
who schedules and comes in for an appointment. 9

SNAIL-MAIL PAST-DUE PATIENTS

Your past-due patients are the low-hanging fruit. They 
already know you, and hopefully already love you – they 
just might need a little nudge to bring them back to see 
you. Hitting them in their mailbox – their real mailbox, 
not their email inbox – might just do the trick. We 
recommend starting with a letter explaining your 
Comeback Special, your membership plan, or both. 
Follow that up a month later with a postcard with similar 
messaging, and then again a month after that. 
Depending on how long your particular Big Dip lasts, and 
how effective the other mail efforts have been, 
maybe continue into December. 5

EMAIL & TEXT PAST-DUE PATIENTS

As ubiquitous as they are, let’s not forget about emails & 
texts. Send once-a-month messages with a link to your 
online appointment scheduling software and watch the 
reactivations stream in. The text sends, especially, are 
much easier with a software solution like 
RevenueWell or Dental Intelligence. 8

CALL YOUR TWICE-A-YEARS

Some insurance companies have moved their hygiene 
coverage from an every-six-months schedule to a 
twice-a-calendar-year schedule. This means that some 
of your patients who were originally scheduled in the 
Spring but got moved to July or August can still get a 
second cleaning this year for “free.” It’s absolutely worth 
your time to find those patients and give them a call. 
Tell them about the Comeback Special: “you’ll get a 
treatment credit just for coming in for your cleaning 
now, which is already covered. It’s free money.” 10

REDUCED CAPACITY PLAN

You don’t want to think about it, but you should: The Big 
Dip might be too much to overcome, and you may need 
to reduce capacity. As with everything else, it’s best to 
discuss the situation with your team beforehand. You 
may find that team member vacation covers the 
reduction, or some may volunteer to work less. 
Whatever the decision, have a plan. 11

Effective marketing campaigns send the same consistent 
message through different sources and methods to meet the 
audience where they are. The tactics on this page run the gamut 
from direct mail to targeted Facebook ads, and depending on your 
practice demographics, some tactics will show better results than 
others. The important thing here is to maintain message 
consistency – this is a focused campaign designed to bring 
past-due patients back. Stay on target.

Consistency matters.

This one goes to eleven.



ADVERTISE DIRECTLY TO YOUR PATIENTS ON FACEBOOK
HOW TO

This how-to assumes that you have a Business Page for your practice already. 
If you don’t, there are plenty of resources online to show you how to do that.

After you follow these steps, you will be able to create ads that only appear in your patients’ Facebook feeds.
Pretty slick.

5 You probably don’t have a Value 
field, so click No and then Next

6 Upload your CSV file, and give it a 
descriptive name. Click Next.

1 Go to business.facebook.com 
and click Audiences on the left

3 Select Customer list2 From the Audiences page, click Create 
Audience and then Custom Audience

4 Prepare your patient list. Save a CSV file 
from your PMS with first name, last name, 
email, and phone#. When ready, click Next.

7 Make sure the fields in your CSV match up 
with what Facebook thinks they are. Click 
Upload and Create.

8 Your new Custom Audience should appear 
in your Audience list, and you’re ready to 
target them!
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